influence the selected self. Therefore, the following propositions are made: (P1) The customerbrand relationship in the context of co-branding will allow the consumer to develop selfcongruency with the status brand rather than consumption of the status brand alone (P2) With self-enhancement, the consumer will have a strong connection with the status brand due to the consumer's established match of self-concept with the mass-market brand, (P3) Self-completion and impression management explain consumer's status consumption behavior, and (P5) Due to external factors consumers will create a situational self by status consuming y g Figure 1 . Theoretical Framework for Understanding Status Consumption Discussion The theoretical framework can be very useful in studies on low-income consumers as well as help retailers to increase their market share of low-income consumers. The model has both theoretical and managerial implications for the context of co-branding and status consumption. Limitations include the model assuming that the consumer already has a relationship with one the brands engaged in co branding. Future research can use this conceptual model in other contexts for example to further understand the implications of one's neighborhood influences on reasons for status consumption.
